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Abstract— The purpose of buying behaviour facilities is to 

increase the satisfaction level of the consumers. If the 
buying behaviour satisfaction level is high, then the 

productivity is also high, this is to increases the profit also. 

The objective of the study is to analyse the private label 

brand image of the products among the customers and to 

study the reason for preferring private label branded 

products by the respondents. For this purpose a sample of 80 

was taken as sample size and percentage analysis and chi-

square were used as a tool to analyse the data. The 

conclusion is that respondents say that they are not 

influenced by their friends and relatives and it shows that if 

the quality of private labeled product is getting increased 

then a good word of mouth will be there to give a good 
reputation to the private label brand. 

Keywords: Private label brands, Buying behaviour and 

Satisfaction level 

I. INTRODUCTION 

Customers are not only satisfied with the private label 

brand, which is provided by the company. At any level of 

private label brand, the consumer expectation is more than 
the quality that is other facilities like gifts. The purpose of 

buying behavior facilities is to increase the satisfaction level 

of the consumers. If the buying behaviour satisfaction level 

is high, then the productivity is also high, this is to increases 

the profit also.  

A major area of concern in marketer-consumer 

relation is the growing influence and utilization of the credit 

market, an outcome of compulsive buying, which has 

negatively affected the consumers, leading them to 

unmanageable debt levels. A study to find whether there is 

any association of the following variables on compulsive 

buying viz, big five Personality traits, materialism, 
demographics and credit card usage. The research design is 

a conclusive design which is single cross sectional 

descriptive in nature. The primary data was collected using 

non probability sampling technique. A quota sample of 120 

persons who are using private label branded products are 

used to collect survey.  

A. Buying Habits 

Studies have shown that customers decide more quickly 

from among a number of options that includes one known 

private label brand than they decide with a set that includes 

only unfamiliar ones. Upon exposure to other private label 

brands, the instances of selecting the original based on 

awareness declined, but most still chose the same high-

awareness private label brand they picked initially. 

Consumers in a study conducted under the auspices of two 

Australian universities sampled fewer private label brands in 

product trials when there was awareness of one of the 
private label brands than in studies in which all were 

unknown.  

B. Implications 

Building private label brand awareness can increase your 

market share in a number of ways. Being the first to get your 

private label brand implanted in customers' minds increases 

the barrier to entry that other private label brands may face 

later. If your industry is more competitive or already has 

established players, you’ll likely have to be more aggressive 

in your approach, but you still can become one of the private 
label brands consumers consider if they become more aware 

of your name. The Australian study also indicated that the 

awareness effect is mediated by cost, so increasing private 

label brand awareness cannot necessarily be followed by an 

increase in the price of your product or service. 

C. Techniques 

To build private label brand awareness, you must make sure 

your target market is exposed to your products and 

recognizes them in multiple ways. An identifiable logo and 

distinct private label brand message can present the 

repetition that can make your name memorable. Getting 

your private label brand exposed to the audience can take 

place via multiple distribution platforms, from direct 

marketing to traditional advertising to social media to public 

relations. While the strategy for each particular campaign 

may vary, a consistent depiction of the private label brand, 

and a commitment to following up on the promises made in 
the initial exposure, help bring your product to the forefront 

of consumers’ minds when it’s time to make a decision to 

purchase. 

II. STATEMENT OF THE PROBLEM 

Market segmentation has become an important tool used by 

retailers and marketers for identifying target customers. 

Segmentation as the process of partitioning markets into 

segments of potential customers who have similar 
characteristics and who are likely to exhibit similar 

purchasing behavior. 

III. OBJECTIVE OF THE STUDY 

 To analyse the private label brand image of the products 

among the customers.  

 To study the reason for preferring private label branded 

products by the respondents.  

 To study the impact of psychological factors on buying 

private label branded products regarding apparels. 

IV. SCOPE OF THE STUDY 

Scope of the study is gathering the information about the 

youth who like to purchase the private label branded 

apparels & after studying the factors, which influence them 

to go with that specific private label brand, it includes 

demographic factors, cultural influences, & social class. 
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They will be able to know the taste and need of the 

consumer and what will be the products & services which 

will help them to change the non-user into user of their 
private label brand and retain their existing customer by 

providing them the products formulate which they want 

from the company.  This study will help them to 

implementing   the marketing strategies.  

V. RESEARCH METHODOLOGY 

A. Research Design:  

A research design is exploratory in nature. A research 

design is an arrangement of conditions for collection and 

analysis of Data in a manner   that   aims   to   combine   

relevance   to   the   research purpose with Economy   in 

procedure. It constitutes the blueprint for collection, 

measurement and   analysis of data.  

B. Sampling Size 

Sample size of 120 respondents 

C. Sampling Technique  

Random sampling technique is used in this research project. 

VI. LIMITATIONS OF THE STUDY  

 Buying difficulty is a particularly acute problem in the 

case of the national advertiser who wishes to secure 

newspaper space in multiple markets.  

 On top of the high rates charged to national advertisers, 

is the fact that each newspaper must be contacted 

individually 

A. Tools used for the study 

 Percentage analysis  

 Mean rank  

VII. ANALYSIS AND INTERPRETATION  

A. Age of the respondents 

Age Frequency Percent 

Below 20 years 9 7.5 

21 – 30 years 18 15.0 

31 – 40 years 39 32.5 

Above 40 years 54 45.0 

Total 120 100.0 

B. Interpretation: 

The above table shows that Out of 120 respondents the 

majority 45% are from age group of above 40 years, 32.5% 
are from the age group of 31-40 years, 15% are from the age 

group of 31-40years and 7.5% are from the age group of 

above 40 years. 

1) Gender of the respondents 

Gender Frequency Percent 

Male 78 65.0 

Female 42 35.0 

Total 120 100.0 

C. Interpretation: 

The above table shows that Out of 120 respondents the 
majority 65% are male and 35% are female. 

1) Income level of the respondents 

Income level Frequency Percent 

Less than 5000 36 30.0 

5000-7500 42 35.0 

7500-10000 18 15.0 

Above 10,000 24 20.0 

Total 120 100.0 

D. Interpretation: 

The above table shows that Out of 120 respondents the 

majority 35% earn INR5000-7500 every month, 30% earn 

less than INR 5000 every month, 20% earn INR above 

10000 every month and 15% earn INR7500-10000 every 

month. 

1) Marital status of the respondents 

Marital status Frequency Percent 

Married 81 67.5 

Unmarried 39 32.5 

Total 120 100.0 

E. Interpretation: 

The above table shows that Out of 120 respondents the 

majority 67.5% are married and 32.5% are unmarried. 

1) Experience of the respondents 

Experience Frequency Percent 

Below 5 years 27 22.5 

5 – 10 years 24 20.0 

11 – 15 years 27 22.5 

Above 15years 42 35.0 

Total 120 100.0 

The above table shows that Out of 120 respondents the 

majority 35% of the respondents are experienced above 15 

years, 22.5% of the respondents are experienced above 5-10 

years and below 5 years and 20% of the respondents are 

experienced above 5-10 years. 
2) Customer decision of the respondents 

Customers decision Frequency Percent 

Very Often 15 12.5 

Sometimes 82 68.3 

Often 10 8.3 

Less often 13 10.8 

Total 120 100.0 

F. Interpretation: 

The above table shows that Out of 120 respondents the 

majority 68.3% of the respondents make decisions 

sometimes on purchase, 12.5% of the respondents make 

decisions very often on purchase, 10.8% of the respondents 
make decisions less often on purchase and 8.3% of the 

respondents make decisions often on purchase. 

1) Satisfaction of the respondents on customers buying 

behaviour towards private label brands  

Satisfaction on buying behaviour Frequency Percent 

Satisfied 15 11.5 

Dissatisfied 82 68.3 

Neutral 9 7.5 

Completely Satisfied 14 12.7 

Total 120 100.0 

The above table shows that out of 120 respondents the 

majority 68.3% of the respondents are dissatisfied with the 
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buying behaviour of their customers, 12.7% of the 

respondents are completely satisfied with the buying 

behaviour of their customer, 11.5% of the respondents are 
satisfied with the buying behaviour of their customers and 

7.5% of the respondents are neutrally satisfied with the 

buying behaviour of their customers. 

2) Flexibility on buying standard products  

Flexibility buying private 

label branded products 
Frequency Percent 

Yes 81 67.5 

No 39 32.5 

Total 120 100.0 

G. Interpretation: 

The above table shows that out of 120 respondents the 
majority 67.5% of the respondents are flexible in buying 

standard products and 32.5% of the respondents are not 

flexible in buying standard products 

1) Factors influencing customers buying decision of 

private label brands 

Factors Frequency Percent 

Price of the product 51 42.5 

Quality 15 12.5 

Features 45 37.5 

Health Related issues 9 7.5 

Total 120 100.0 

H. Interpretation: 

The above table shows that out of 120 respondents the 

majority 42.5% of the respondents are influenced by the 

price of the products, 37.5% of the respondents are 

influenced by the features of the products, 12.5% of the 

respondents are influenced by the quality of the products 

and 7.5% of the respondents are influenced by the health 

related issues of the products. 

1) Private label brand loyalty of customers to private label 

branded products 

Loyalty of private label branded 

products 
Frequency Percent 

Most of them 69 57.5 

They are just one-time sellers 24 20.0 

Few are loyal 27 22.5 

Total 120 100.0 

I. Interpretation: 

The above table shows that out of 120 respondents the 

majority 57.5% of the respondents say that most of their 

customers are loyal to private label branded products, 22.5% 

of the respondents say that few of their customers are loyal 

to private label branded products and 20% of the 

respondents say that they have no idea as they are one time 

sellers. 
1) Influence of private label brand advertisements in 

customers buying decision 

Private label branded products 

influencing on buying decision 
Frequency Percent 

Strongly agree 18 15.0 

Agree 21 17.5 

Disagree 36 30.0 

Average 45 37.5 

Total 120 100.0 

J. Interpretation: 

The above table shows that out of 120 respondents the 

majority 37.5% of the respondents say that customers are 

averagely influenced by private label brand while making 

buying decisions, 30% of the respondents say that they 

disagree that customers are influenced by private label brand 

while making buying decisions, 17.5% of the respondents 

say that they agree that customers are influenced by private 

label brand while making buying decisions and 15% of the 

respondents say that they strongly agree that customers are 
influenced by private label brand while making buying 

decisions. 

1) Satisfaction of customers in buying private label 

branded products  

Satisfaction on private label branded 

products 
Frequency Percent 

Highly satisfied 18 15.0 

Satisfied 21 17.5 

Dissatisfied 36 30.0 

Highly Dissatisfied 45 37.5 

Total 120 100.0 

K. Interpretation: 

The above table shows that out of 120 respondents the 

majority 37.5% of the respondents say that their customers 

are highly dissatisfied with private label branded products, 

30% of the respondents say that their customers are 

dissatisfied with private label branded products, 17.5% of 

the respondents say that their customers are satisfied with 

private label branded products and 15% of the respondents 

say that their customers are highly satisfied with private 

label branded products. 

1) Relatives influence of customers in buying private label 

branded products 

Relatives influence Frequency Percent 

Strongly agree 9 7.5 

Agree 9 7.5 

Average 18 15 

Disagree 24 20 

Strongly disagree 60 50 

Total 120 100 

L. Interpretation: 

The above table shows that out of 120 respondents the 

majority 50% of the respondents strongly disagree that they 

are influenced by relatives/friends to buy private label 

branded products, 20% of the respondents disagree that they 

are influenced by relatives/friends to buy private label 

branded products, 15% of the respondents are neutral that 
they are influenced by relatives/friends to buy private label 

branded products and 7.5% of the respondents strongly 

agree/agree that they are influenced by relatives/friends to 

buy private label branded products. 

1) Changes found in quality of private label brand 

products 

Change in quality of private label 

brand products 
Frequency Percent 

Superior 60 50.0 
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Inferior 33 27.5 

No change 27 22.5 

Total 120 100.0 

M. Interpretation: 

The above table shows that out of 120 respondents the 

majority 50% of the respondents say that the quality of the 

products is superior, 27.5% of the respondents say that the 

quality of the products is inferior and 22.5% of the 

respondents say that there is no change in quality of the 

products. 

1) Opinion about the communication and product 

knowledge 

Opinion about the communication 

and product knowledge 
Frequency Percent 

Excellent 48 40.0 

Good 27 22.5 

Average 15 12.5 

Poor 30 25.0 

Total 120 100.0 

N. Interpretation: 

The above table shows that out of 120 respondents the 

majority 40% of the respondents say that they have excellent 

opinion about the communication and product knowledge, 

25% of the respondents say that they have poor opinion 

about the communication and product knowledge, 22.5% of 
the respondents say that they have good opinion about the 

communication and product knowledge and 12.5% of the 

respondents say that they have average opinion about the 

communication and product knowledge. 

1) Weighted average 
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about 

Acceptance 
on cheapest 

products 

24 39 21 12 24 22.20 2 

Acceptance 

on guarantee 
of quality 

39 45 6 15 15 18.80 4 

Acceptance 
on using 

same private 
label brands 
out of habits 

57 27 15 15 6 16.40 5 

Acceptance 
on trying 

new products 
21 27 10 55 7 24.00 1 

Acceptance 
on quality of 

expensive 
products 

20 55 14 22 9 20.33 3 

O. Interpretation 

The above table shows about the weighted average of the 

factors of acceptance and based on the weighted average the 

ranking is been given. acceptance on trying new products 

was given first rank, opinion about acceptance on cheapest 

products was given second  rank, acceptance on quality of 

expensive products was given third rank, acceptance on 

guarantee of quality was given fourth rank and acceptance 

on using same private label brands out of habits was given 
fifth rank.  

VIII. FINDINGS 

 Majority 45% are from age group of above 40 years. 

 Majority 65% are male. 

 Majority 35% earn INR5000-7500 every month. 

 Majority 67.5% are married. 

 Majority 35% of the respondents are experienced above 
15 years. 

 Majority 68.3% of the respondents make decisions 

sometimes on purchase 

 Majority 68.3% of the respondents are dissatisfied with 

the buying behaviour of their customers. 

 Majority 67.5% of the respondents are flexible in 

buying standard products. 

 Majority 42.5% of the respondents are influenced by 

the price of the product. 

 Majority 57.5% of the respondents say that most of 

their customers are loyal to private label branded 
products. 

 Majority 37.5% of the respondents say that customers 

are averagely influenced by private label brand while 

making buying decisions. 

 Majority 37.5% of the respondents say that their 

customers are highly dissatisfied with private label 

branded products. 

 Majority 50% of the respondents strongly disagree that 

they are influenced by relatives/friends to buy private 

label branded products. 

 Majority 40% of the respondents are highly satisfied 
with the quality of the products. 

 Majority 50% of the respondents say that the quality of 

the products is superior. 

 Majority 40% of the respondents say that they have 

excellent opinion about the communication and product 

knowledge 

 Majority 32.5% of the respondents agree that they 

accept cheapest products. 

 Majority 37.5% of the respondents strongly agree that 

they accept on guarantee of quality of products. 

IX. SUGGESTIONS  

 The respondents said that they are influenced by private 

label branded product available in the market. If te 

companies try to give more options for their private 

label brand then the profit and the volume of the 

company can be increased in future period of time.  

 But the customers said that they are averagely 

influenced by the private label brand and that may be 

due value for the money. If the companies tries to 
reduce the price of the products then the profit ratio can 

be increased in future period of time.  
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X. CONCLUSION 

The purpose of buying behaviour facilities is to increase the 

satisfaction level of the consumers. If the buying behaviour 

satisfaction level is high, then the productivity is also high, 

this is to increases the profit also. The objective of the study 

is to analyse the private label brand image of the products 

among the customers and to study the reason for preferring 

private label branded products by the respondents. For this 

purpose a sample of 80 was taken as sample size and 

percentage analysis and chi-square were used as a tool to 

analyse the data. The conclusion is that respondents say that 
they are not influenced by their friends and relatives and it 

shows that if the quality of private labeled product is getting 

increased then a good word of mouth will be there to give a 

good reputation to the private label brand. 
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